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The report below will be presenting findings about how Center Parcs UK manages to keep their prices at a luxurious level, when there is a strong competition in the country, offering the same services for the fracture of their price. 
Center Parcs is a holiday resort that was founded in the Netherlands in 1953. Today they have 27 holiday resorts, or villages as they like to call them in Europe. Six villages are in the UK and one in Ireland. The rest of them are in Netherland, France, Germany and Belgium (Topping, 2020). They have opened their first site in UK in 1987 in Sherwood Forest (Jones, 2002). Since then, Center Parcs extended to become one of UK’s leading luxurious holiday sites (Center Parcs, 2022). 
Center Parcs’ target market is family holidays, but their prices are far from family friendly budgeting (Richards, 2021). 
Although the recent Covid -19 pandemic has hit hard people’s budget, the war in Ukraine leaves many uncertain and the inflation is rocketing with the energy prices being record high, Center Parcs seems to be able to have their resorts booked to a satisfactory level, regardless of their high prices (Center Parcs, 2022). Despite the occasional bad publicity and outrage against Center Parcs by the public (Bullard, 2022), and despite the fact that the competitors are offering very similar services for a lot less, it can be assumed that Center Parcs’ marketing team does a fantastic job keeping their company in such a desirable place. 
Center Parcs does their fair share in Corporate Social Responsibility as well, which may be part of their success. 
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This report will be explaining the concept of marketing and will be using Center Parks UK holiday sites and their marketing tools to make the reader understand the importance of it. The author of this thesis used secondary research methods to find out about the issues Center Parcs has had to face and will try to demonstrate how did the company use their marketing strategies to overcome these issues and try to keep themselves in the competition of luxurious holiday sites. 
This report will explain what marketing is in general and will also elaborate on the 7 P’s of marketing strategies, as these are necessary to understand so the reader would know tools a company like Center Parcs can use for their benefit. 
The tools used in this report are PESTLE analysis and SWOT analysis to find out what do Center Parcs do right and what should they change.  
To be able to find out where a company stands in the macro environment, one of the best tools to use is PESTLE. PESTLE analysis helps a company analysing key external aspects, that the business has no power to change. These factors can have a major influence in the organisation’s decision making and strategy building. PESTLE stands for Political, Economic, Social, Technological, Legal and Environmental factors (CIPD, 2021). 
SWOT analysis is a tool that will analyse a company’s strengths, weaknesses, opportunities and threats, meaning, that with the help of this tool a corporation will be able to eliminate possible threats and gain significant advantage over their competitors recognising the opportunities arose, using their own strengths and nullifying their weaknesses (IPMA, 2016). 
Corporate Social Responsibilities will also be touched as that is an important aspect of marketing where a company will show its customers that they are a responsible company that gives some of their revenue back to the community.
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To understand this thesis, in the first place, will need to clarify what marketing is, and what does it mean for a company. According to Kotler et al (2020), a corporation will use marketing to create value for customers and it is also used to build relationships with customers and build a customer base (Kotler et al, 2020). Fahy and Jobber (2015) argues that the target of marketing is to get ahead of competition and create an advantage for the company (Fahy and Jobber, 2015). There are differences between marketing, market and target market. While marketing aims to find the target market and to create value and customer relationships, market is the potential customer base, while target market is a group of people who is understood to be interested in the company’s product or service, and these are the people marketing makes effort on winning over to themselves over the competition (Krampf and Heinlein, 1981). 
In the last few decades, marketing has changed from being production orientated in the 1930’s, to become consumer orientated in the middle of the century and became consumer driven by the 2010’s.  According to Kottler the progression of marketing has five stages. It started with the production where products should be available everywhere and should be cheap, then product became the focus. In the product era companies were advertising the actual product relying on the product’s attributes. Later on, the selling era, when the idea was that anything can be sold if pushed hard enough. Companies would rather concentrate on selling their products, instead of producing what is needed on the market. This has evolved into marketing. Companies have recognised that is easier to make products that are needed, then trying to sell unnecessary products and services. The latest is the holistic era of the progress where everything matters. Companies put people in the centre, and they make sure that they are ready to change, if necessary, also, marketing is not only aiming outwards, but also does aim inwards and make everyone at the company aware of the company’s goals (Merritt, 2019).
Just like everything, marketing also has a process. It all starts with understanding the marketplace and the desires of the customers. Next, will need to build a customer-driven marketing strategy, followed by an integrated marketing program that will deliver higher value then the competition. With the help of the previous steps, the company will need to build relationships with the customers, customers may need to feel that they are well served by the product or service they are about to purchase. And the ultimate goal is to obtain value from customers, generate profits and client equity (Tu, 2021).  
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Marketing mix is a set of strategic marketing tools that are used by a company to achieve the response required for its products or services. Until recently, this was called the 4 P’s of marketing, including Price, Product, Place and Promotion (McCarthy, 1960). Due to the changes marketing has gone through in the recent years, this mix has been extended with three additional “P’s” namely, People, Process and Physical aspects. Any marketing strategy must be based on these seven factors (Rafiq and Ahmed, 1995). 
Centre Parcs being one of UK’s biggest and most luxurious holiday parks, they have to make sure that they stay on top of the competition as well as they keep the value of their holidays at a luxurious level, if they want to sell them at the highest prices. 
When the Covid-19 pandemic hit the UK, Center Parcs, just like all the other holiday sites, have had to close down their premises. Initially they only wanted to shut down for a few weeks, but these plans have been completely dismissed as the pandemic has lasted a lot longer than anyone would anticipated at the time. Center Parcs has offered full refund for those who already booked their holidays, with the option of having a £100 voucher, they could spend on their sites in case of rescheduling instead of cancellation (Chapman, 2020). 
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Price is the expense a customer is expected to pay for the product or services they receive in return. Unlike the rest of the mix, price is a revenue-generating element, the rest of them are representing a cost. Setting the right price is important, to generate profits, and cover the costs. It is important to understand the demand of the product as well as how much customers are ready to pay for them. Price will be set with competition in mind, and it will also represent the company’s market positioning. I higher valued company can ask more for their products (Ivy, 2008). Center Parcs is one of, if not the most expensive luxurious holiday site in the UK. They reason their price with what they have to offer, but some may argue that there are holidays sites in UK who offer very similar services for a fracture of the price (Richards, 2021). 
Product is what a company has to offer. It can be a product, services or a combination of the two.  A product will need to meet customer’s needs. As soon as the customer needs change, the product needs to be improved or new product has to be launched, before the competitors take advantage of the new opportunity. Value can be added to a product with great customer service, after-sales and online support or differentiation (Claessens, 2021). 
In Center Parcs case, their product is the services they have to offer. The luxury, people always crave. Center Parcs includes in their services outdoors and indoor areas, beach and adventure parks, play areas, Free WIFI, forest holidays, and the list could go on (Center Parcs, 2022). 
Place is where the product is sold. This could be a physical place like a shop or warehouse, or an online platform. Some companies have their own shops to sell their product, eliminating the middlemen, while others will use intermediaries to sell their products. This element of the marketing mix is used to decide whether the company will use these intermediaries for transportation, storage or any other logistics, or not use them at all (Tracy, 2022; Ivy, 2008).  When the place is taken in consideration, in Center Parcs’ case, the first things come to mind are the actual holiday villages. Those places are built for fun and entertainment for everyone (Center Parcs, 2022).
Promotion is the element of the mix used to make the customer familiar with the products, and to enhance the customers desire towards the products or services. Audience can be reached by sales teams or advertisements. The biggest challenge is to find the right media to reach most of the potential target market. Promotion is also used to communicate with shareholders and the wider public, growing the company’s reputation, adding value to the products or services (EPM, 2022). 
Center Parcs has numerous campaigns and adverts to promote themselves. The advertise in TV at the times when it is most likely that the family is watching TV and they also use social media for promotion. (Campaignlive, 2016). 
People working for the company are the faces of the company. They add value by being trained to engage with customers via social media, phones or in person. Customer services can add extra value to the company and if customers do not feel like being used, but they feel well served, they will likely come back. This way, customer satisfaction can build a brand loyalty. Center Parcs has hundreds of employees who are valued by them, but lately all customer services and booking processes are digitalised (Center Parcs, 2022).
Process is there to further improve customer satisfaction. It will create a customer friendly environment with smooth efficient journey for the customer by using the right processes. These processes will ensure that a customer feels privileged, and their experience is a positive journey. This will be achieved by short waiting times, positive replies to reviews and feedbacks, and putting the customer first. This element is one of the most important aspects of all, as Center Parcs represents luxury and as such, when someone books a break in one of their villages, will need to feel well served and valued (Center Parcs, 2022).
Physical evidence is a touchable presence of the product, especially important when a company is trying to win over some new customers. People will need tangible evidence to convince them, that their choice is going to be the right alternative for the product or services they are looking for. Sometimes, feedback, reviews and testimonials are the physical evidence, other times a well-built website, and in same cases this can be in form of free samples. Center Parcs has numerous websites, and they make bookings extremely easy. They have testimonials on most of the big feedback sites online, that will give a good incentive to people who would like to book a break with them (Campaignlive, 2016).
The marketing mix of 7 P’s is essential to build a strong marketing campaign and the tools within will help a company to establish their place in the market, it helps them find their target market and customer base as well as it help the company to build a brand loyalty, which is important in long run (Scott, 2018).  
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Political aspects: Needless to say, in politics, the biggest change Center Parcs UK had to face in recent years was BREXIT. Center Parcs being a European business represented in four European countries as well as in UK and Ireland, when UK left the European Economic Area and the common market, raised significant questions about their supply chain as well as the taxations. 
Economic factors: According to the Center Parcs Investor Presentation (2022) in financial year 2021 Center Parcs UK had a record revenue of £503.4 million and they have achieved 80.5% occupancy with the capacity restrictions due to COVID-19. They are very optimistic about the financial year 2023 as they already had a 49% capacity booked for the year coming by April 2022 and this rate increased to 61.5% by July (Center Parcs, 2022). 
Social responsibilities: As Center Parcs has a large number of employees, and they are in the holiday business, they will always make sure that the work environment is safe and supportive for each and every worker, and both guest and their suppliers have the same support and safety. Center Parcs UK focuses on equality, diversity and inclusivity. They support local charities and use local suppliers wherever is possible (Center Parcs, 2022). 
Center Parcs’ target demographics is families, but their luxurious prices are not family friendly, also they tend to rise their prices during school holidays, making it even harder for families to book their well-deserved breaks in these facilities (Chamberlain, 2022). 
When Queen Elisabeth II has passed earlier this year, the nation felt loss, confusion and sadness. At these vulnerable times, Center Parcs has decided to close its gates to the public for the day of the funeral, and they evicted all their guests, without issuing any refund to the holiday makers who have already booked that day (Lowbridge, 2022). This action has fired up a huge social media outrage (Barr, 2022). Center Parcs was forced to take a U-turn on this decision following the social pressure, but the damage has been done (Bullard, 2022; Demianyc, 2022). 
Technology: Center Parcs uses a fairly advance online system for bookings and check ins and customer services. They also rely on guest reviews online and most of their communications with customers are automated using Artificial Intelligence technology to answer basic questions. This may seem a great advanced use of technology, but being in the holiday business, this robotic, emotionless system may lead the company to lose the human touch.  They offer free WIFI on their sites to customers.
Environmental responsibilities are taken seriously at Center Parcs. Their approach to environment is, that they operate in a sustainable and ethical way, and they have a sustainability strategy set for 2030. Their sustainability approach is mainly carbon emission focused, as that is where they can achieve the most. Their target to reduce their carbon footprint by 20% by 2020 has been achieved two years earlier, and now they set a new goal to reduce their carbon footprint by a further 30% by 2030. They are using solar panels where they can and in Sherwood Forest, they even have an anaerobic digestion plant that will power most of the site. They also changed their policies about company cars, and they only allow electric or hybrid cars as company cars, and they have acted about the single use plastic use as well. Their plans for the future are very much about sustainability and they want to become the leading sustainable holiday site franchise in UK and Ireland (Center Parcs UK, 2022).
Legal factors: Center Parcs is committed to pay at least national minimum wage to all their employees (Breakroom, 2022). An article in the Independent (2016) was debating whether UK holidaymakers would stay in the country and use holiday sites like Center Parcs if the European holiday prices increase due to BREXIT. They argue that while in 2008 and 2009, when the price of going abroad increased by 25% overseas trips and holidays have reduced by a much smaller proportion. Brexit may also result in less people coming to visit UK holiday resorts such as Center Parcs (Calder, 2016). 
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Strengths: 
Their name and reputation in the business: Being around for nearly 70 years, Center Parcs have built a great reputation for themselves and people will trust the name (Campaignlive, 2016). 
Excellent services: Center Parcs offer luxury, and they deliver it. They have something to offer for everyone visiting their sites. Their staff are friendly and professional (Center Parcs, 2022). 
Large variety of entertainment on site: Center Parcs is a family holiday resort meaning that they will have all sorts of entertainment in their agenda from waterparks to adventure parks, walking and cycling routes, restaurants and cafes on site and accommodation (Center Parcs, 2022)
Weaknesses: Center Parcs main weakness undoubtably has to be their pricing. They offer luxurious holidays for a luxurious price. Those prices are not family friendly, even though the holiday sites claim to be serving family holidaymakers (Richards, 2021). 
Some of the suppliers, Center Parcs depends on are located outside UK, meaning that fluctuation of interest rates and Euro/GBP rates might affect prices (Esseywriters, 2022).

Opportunities:
High demand for UK holiday parks: After the recent pandemic and lockdowns, people are looking forward to finally have holidays and normalise their life. There are people who prefer staying in UK instead of going abroad, mostly because of the recent airline strikes (Ebrahimi, 2022) and delay issues or they just feel safer staying within the country, so demand to “staycations” has risen in the UK (Pugh, 2021). 
Threats:
Competition: As Center Parcs represents luxurious holidays at luxurious prices, the recent pandemic and the war in Ukraine caused recession means, people might be looking for cheaper options 
Use of technology: there is a massive competition in the world of digital technology  (Luchinger, 2014). 
Bad Publicity: In 2021 Center Parks has made their new plans of opening their new site near Crawley in Sussex public, they have been criticised by multiple nature conservation and countryside charities. These charities argued that by building this new site, Center Parcs will destroy irreplaceable wildlife and ancient woodland as well as they would not be able to commit to the UK’s zero carbon obligations (Drummond and Pegden, 2021). 
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Center Parcs UK seems to take Corporate Social Responsibilities (CSR) seriously. Being a large company, they have a supply chain of hundreds of businesses, and they use local suppliers wherever is possible. Center Parcs also donates to local charities. Their holiday villages provide safe and supportive jobs for a large number of locals with a focus on equality, diversity and inclusivity. Center Parcs is also in the lead with their promises of reducing their carbon footprint, promoting a safer future for next generations (Center Parcs, 2022). 
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Center Parcs being the number one luxurious holiday site in the UK, are offering luxurious holidays and breaks in their holiday villages, but the price will have to be paid for them (Richards, 2021). Since UK has left the EU, holidays abroad became more expensive. Also, the inflation caused by the war in Ukraine arose financial uncertainties and the frequent flight delays in UK (Ebrahimi, 2022) resulted in some holidaymakers discomfort in travelling abroad, meaning that they may prefer staycations. The inflation also means that some people may not be able to afford or justify the prices Center Parcs represents and they may book holidays with the competitors, who offer similar experiences but for the fracture of the price (Richards, 2021). In recent times, Center Parcs has made some decisions that have cause anger in population, further estranging customers (Bullard, 2022). But their reports show (Center Parcs, 2022) that neither the negative publicity nor the high prices stop people booking their holidays with Center Parcs, as their marketing team seems to be able to keep the holiday resort in peoples mind and somehow, they remain a successful luxurious holiday site that is built to please everyone and satisfy everybody’s needs. 
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